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        The study aimed at recognizing the Role of Internet Advertising in 

enhancing the Consumers Shopping Behavior among the Sudanese 

community. And also by looking for the promotion of the internet as a 

commercial advertising channel through the decision-making process for the 

Sudanese society,the activities they are practicing, the products that they 

follow their  advertisements, the importance of  the elements of internet 

advertising for them, and their  preferred sites  

The study population consisted of the members of Sudanese society and it 

implemented on a systematic random sample from the Sudanese peoples in 

Sudan, its size is about 180. 

The researcher used the integrative approach.The research was divided into 

five chapters and topics as follows:Chapter 1 Research methodology as 

theoretical framework for the supject of research in  addition to previous 

studies.Chapter 2: Internet Advertising(The concept and use of internet 

advertising-Topic 2 : Forms and methods of internet advertising-Topic 3: 

Internet advertising and purchase decision)-Chapter 3:Consumer 

Behavior(Topic 1:Concept of consumer behavior-Topic 2:Types and patterns 

of consumer(Personal Attributes)-Topic 3:Types of internet advertising 

(Goods,Ideas,Services)-Chapter 4: Internet advertising and Consumer 

behavior(Topic 1:Designing internet advertising-Topic 2: Characteristics of 

advertisers-Topic 3:Using social networks in internet advertising-Chapter 

5:Filed study(First:Sudanese consumer-Second:Presentations and analysis of 

data. Conclusions, Recommendations References and Appendices.  

 The questionnaire has been used as an instrument to collect data. 

The study conclusions were: 

1. Internet advertisements are enhancing heavily on most of the stage of 

making the decision to purchase by(87.2), but despite that those users who by 

through the internet are very few. 

2. The average time of the period of the session that the Sudanese people 

spent on the internet enhance on the stages of taking decision to buy 

by(58.3). 
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3. The Sudanese people exposition to internet advertisement enhance on the 

stage of taking decision to buy. 

4. A high percentage (58.3%) on internet users from the Sudanese people use 

the internet daily and use more than 2 hour per day. 

5. The use of free sevices came first in terms of importance with arithmetic 

mean (4.37) and standard deviation(1.03),followed by ease of use with 

arithmetic mean(4.28) and standard deviation(1.25), this shows that the user 

likes to deal with free stuff online. 

6. The results showed that the internet advertising users approve of banners 

advertising that enhance their purchasing behavior by percentage(63.9). 

7. The result shown the product purchased via Facebook corresponds to the 

advertisement seen on Facebook in terms format with arithmetic mean(4.15) 

and standard deviation(0.80). 

8. The result shown the internet advertising is a good way to get the kinds of 

brands available for the product by (67.2). 

9. The result showen that online advertising was able to compare thr 

advertised brands bt (73.2). 

10. The result showen online advertising helps to set standards for evaluating 

advertised products by (68.5). 

11. The results showed that sitting on the internet helps to discover new 

products by(87.9).roducts advertised by(87.9) 

12. The results showed the length of session makes the consumer able to 

evaluate the product advertised by (67.6). 

The study recommended the following: 

1. It is necessary to add the internet to the marketing mix of the companies in 

Sudan and not to neglect this tool to attract Sudanese people. 

2. Companies should try to connect its electronic sites with the most used 

sites by the internet users in order to make it easy to be observed when 

looking for a specific subject. 

3.The internet is consider as an important source of collection information so 

companies should supply its electronic sites with detailed information about 

the company and its product where the visitor knows all the information he 

looks for. 
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4. Companies in Sudan should take into consideration using facility the speed 

of downloading when it designs the company web page, and that the design 

should suit both the needs and the site continuously. 

5. Companies should enhance its electronic advertisements in news sites 

which are the most observed and visited sites from internet users and also in 

the most famous web sites, and the educational and scientific sites that are 

considered as the most visited sites. 

6. Companies should ensure that the advertising site is prominent and can be 

easily observed by placing it in a convenient place. 

7.Companies should be interested in feedback to enable them to 

communicate with the consumer audience and to know the efficiency of the 

product and suitability to the consumer through e-mail that enables the 

consumer to contact the company permanently. 
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